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Executive Summary 
The report is based on the company Amazon and its marketing activity on the basis of the issues faced in the global market. The study has evaluated the marketing strategy development of Amazon in post GDPR. Following that, relevant models based on macro and micro marketing have been included to provide a theoretical stance. From the recommendation part, it has been identified that Amazon needs to use contextual marketing and effective consent management. Furthermore, the company should enhance transparency and data privacy policies to gain customers’ trust.
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[bookmark: _Toc140079077]Introduction 
Developing an effective series of marketing strategies is essential for organisations like Amazon which operate globally. Founded in 1994 by Jeff Bezos as an online marketplace for selling books, Amazon gradually has become one of the leading tech giants globally. It is due to its diligent management of evolving issues and trend forecasting which have helped the organisation in maintaining supremacy in its operating market. The marketing strategies deployed by Amazon have significantly contributed to this growth following which the company has been able to maintain effective customer engagement. The present study evaluates the marketing activities of Amazon with the application of relevant models and frameworks to mitigate the changing customer behaviour due to the regulations on General Data Protection. 
[bookmark: _Toc140079078]Task 1: Critical Evaluation of Amazon’s marketing activity
[bookmark: _Toc140079079]The concept and importance of marketing
Amazon is one of the largest enterprises in the world which specialises in e-commerce. In 2021, the company ranked 1st in the list of top online stores worldwide with a revenue of US$131,019 million (Statista, 2023). In ensuring that its marketing strategies are properly developed and implemented, Amazon allocates a range of resources. For instance, resources like consumer data are used to develop a personalised experience for customers. As opined by Siregar et al. (2023, p.183) on the basis of performance that is superior for a long time, the digital marketing activities of a firm would gain favourable opinions from customers. This has been the case for Amazon which has been able to maintain long-term superiority in its operating market due to its effective understanding of digital marketing. In terms of resources, the company invests a massive amount of investments each year for marketing purposes. In 2022, Amazon invested 42.2 billion US dollars up from 32.5 billion US dollars spent in 2021 for marketing purposes (Statista, 2023). Accordingly, the organisation has been increasing its financial resources to address the growing demands and changes in customer behaviour.
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Figure 1: Amazon's annual revenue in 2021
(Source: Statista, 2023)
Additionally, the company uses big-data analytics following which the company can collect a massive amount of data on consumer behaviour including their preferences, purchase history and searches. As commented by Shankar (2019, p.37) retailers like Amazon have been using new machine learning models based on deep learning algorithms for understanding customer behaviour related to product preferences and purchases. The use of AI in improving Alexa, the in-built virtual assistant of Amazon, has helped the company in providing an effective virtual experience. The use of ML technology as a resource has been helping the company in gaining and analysing consumer data and further providing an effective personalised experience to them. It invested $20 billion US dollars to streamline its operating cost and slow sales growth which resulted in a 9% increase in net sales (Adage, 2023). Besides financial resources and MarTech, the company would need to leverage the global marketing division which helps in developing the strategies. For instance, the TMT team (Traffic and Marketing Tech) team of Amazon has been leveraged by the company as a resource for leading marketing programs at scale. This team further helps the company in understanding “how and where” to invest for successfully leading a marketing campaign (Amazon, 2023). Following the enforcement of the GDPR, Amazon had to adopt changes in the ways it collects analyses and uses data. With the recent pressing of law firms for disclosure of data that has been collected by Amazon over the years, changes in Amazon's Privacy Policy can be noticed. The marketing strategies of Amazon are designed based on data collected from Amazon Security cameras, voice assistant Alexa and consumers' search and purchase history on different Amazon subsidiaries. The use of financial resources, a highly efficient team and technologies to gain consumer data would help Amazon in delivering exceptional marketing campaigns which just hit perfection. 
[bookmark: _Toc140079080]The macro and micro marketing environment of the organisation
The analysis of the macro and micro marketing environments of Amazon would help in understanding the ways these environments influence the development of marketing strategies of Amazon. In this section, the study would integrate PESTLE analysis for comprehending the external environmental factors that affect the development of marketing strategies of Amazon. SWOT would be performed to identify the internal factors affecting the development of marketing strategies of Amazon. 
PESTLE Analysis for macro environment 
	PESTLE Analysis 

	Factors 
	Details 
	Impact 

	Political 
	· Political stability in the USA (TheGlobalEconomy, 2023)
· Democratic country 
· Diplomatic relationships with counties like the UK, France, South Korea and India 
	Amazon can smoothly run its marketing campaign in all the ally countries of the USA. 

	Economic 
	· GDP in 2022 increased by 10.7% with an amount equivalent to $2.15 trillion (Bea.gov, 2023)
· Consumer purchase power increased amidst the persistent inflation (Mckinsey, 2022)
· Exports decreased by 247.1 billion US dollars in May 2023 (Tradingeconomics, 2023)
	Amazon can leverage growing GDP and consumer purchase power n the US and launch “premium sale” like campaigns targeted towards identified customers. However, the decrease in exports from the US might need an extra push to elevate global customer demands. 

	Social 
	· Multicultural society 
· One of the countries with the highest digital connectivity (Usnews, 2023). 
· Ranks in the list of Top 20 global countries with the highest millennial population (Kearney, 2023). 
	The marketing campaign developed by Amazon can focus on the millennials and their demands. Since this is the generation with increasing purchase power, the marketing campaign can target this generation with personalised products and services. Further, the highest digital connectivity present in the country would help in reaching out to a wider segment of customers. 

	Technological 
	· Growing use of AI, ML and Digital Twin 
· The investments in R&D amounted to 679.4 billion US dollars in 2022 (Statista, 2023)
	Amazon can utilise the growing technological advancements made in the country. It can leverage AI, ML and Digital twin technologies for data mining while adhering to GDPR. 

	Legal 
	· Data Protection through “Privacy Act 1974” (Justice.gov, 2022) 
· Stringent judicial system 
	The company would need to ensure its full compliance with “Privacy Act 1974” and ensure the protection of the data privacy of consumers.

	Environmental 
	· Zero carbon emission goals 
· Promotion of sustainability 
	Amazon can leverage the rising demand for sustainability through its product, services and marketing campaign to improve its CSR and ethical image. 



SWOT analysis for micro-environment 
The completion of a SWOT analysis would help the study in comprehending the ways marketing campaigns of Amazon can succeed by addressing the concerns of privacy n consumers and allegations of surveillance. 

	SWOT Analysis 

	Strengths 
· Amazon has an international presence and it operates in more than 100 countries (Jamali, 2020).
· Amazon utilises technologies such as ML and DL to improve its data mining process and collect data (Shankar, 2019). 
· Amazon has a TMT team which helps in meting out marketing campaigns at scale (Amazon, 2023)
· It has several subsidiaries such as Audible and Kindle which help in gaining insights on consumer preferences.  
	Weaknesses 
· With the enforcement of the GDPR, the company has been facing barriers n accessing consumer data 
· The marketing campaigns might turn as effective as desired 
· The trust of consumers in Amazon is faltering 

	Opportunities 
· Increasing Consent management to gain consumer trust 
· Enhancing CSR activities through joining the charity
· Co-value creation for customers
	Threats 
· Increasing pressure for data disclosure (Thegurdian, 2022).
· Growth in awareness of customers regarding data privacy leading to limitations in accessing data (Quach et al., 2022, p.1300) 
· Decrease in the availability of data leading to ineffective personalised content (Marketing Management, slide 7)  


  
[bookmark: _Toc140079081]Target market(s): who is the main audience for the organisation
Customers remain the main focus of customer-centric organisations like Amazon. The company has been driving its assets and resources towards excellence to provide the best possible personalised experience to its customers. As opined by Konstantoulaki et al. (2019, p.14) personalised content is an innovative strategy used by marketers which results in profitability as it helps in satisfying consumer needs. Accordingly, to provide the best possible personalised experience, it is essential to identify the target customers of the company. For Amazon, the target consumers are mostly millennials who interact with e-commerce on a regular basis. A recent report found the typical Amazon customer is a white married woman who is a college graduate and earns $80,000 dollars a year (Businessisider, 2023). Although Amazon has mostly millennial and Gen Z customers, the older generations also construct a big part of its customer segments. Customer segmentation is generally carried out on a demographic, psychographic and behaviouristic basis. As found by Zhu and Gao (2019, p.35) customer segmentation is an extremely important part of precision retail marketing and data mining is required to segment customers. The target market segmentation of Amazon marketing campaigns after the enforcement of GDPR would be as follows 

	Customer Segmentation 

	Types of segmentation 
	Details 
	Reasons behind the selection 

	Demographic 
	Age between 15-65 
High school students, college and university students, married/unmarried, office-goers, pensioners 
Living in urban cities 
	The wide selection of customers based on their demographic details would help Amazon to understand their preferences. Following this, the personalised content would be generated and would be delivered to customers. 

	Psychographic 
	Consumers who lead a busy lifestyle and like to shop for products online.
	The psychographic segmentation of customers living a busy lifestyle would help the company in reaching out to wider customer segments (Palomba, p.3). For instance, working young adults might opt for shop groceries online instead of going to shopping marts. Accordingly, this would help Amazon's marketing team to tailor a personalised campaign for working young adults. 

	Behaviouristic 
	Customers who tend to bulk order or customers who frequently purchase products from Amazon
	This segmentation would help in the retention of acquired users/customers by promoting discounts and promo codes. 



Analysis 
The aforementioned table has shed light on the three types of customer segmentation which can be utilised by Amazon, post GDPR for driving its marketing campaigns. Since Amazon already has a wider demographic segmentation in function, paying attention to the older generation would prove extra advantageous. As a recent report shows Amazon Prime members fall in the age gap of over 40 years and most Amazon Prime customers are seniors (Businessinsider, 2023). This customer segment has never been a core customer segment of Amazon but the senior customer segment is the most loyal Amazon customers. Since most of the customers of this age bracket are the middle-class and older generation, it brings higher sales potential for the company. Apart from that, young professionals remain a prime focus for Amazon due to its increasing purchasing power. Although young professionals are also the ones with concerns over data privacy, Amazon can mitigate those concerns with effective consent management. 
The psychographic segmentation has been chosen to identify customers who are most likely to engage with Amazon due to their busy lifestyle or convenience of delivery. As assessed by Jamali (2020, p.173) Amazon focuses on behavioural aspects like loyalty, gains, personality and status of customers and the psychographic aspects of conventional, explorers, optimists and reformers. Accordingly, the psychographic segmentation would be carried out to find out consumers who prefer convenience and fast deliveries. For instance, a young professional might not have enough time to buy groceries from convenience stores on weekdays so they opt for Amazon. But at weekends they tend to go shopping and buy from brick & mortar. Hence, at weekends Amazon’s marketing campaigns can target young professionals by providing price cuts, discounts and promo codes to retain these customers. The older generation might have limited mobility and they might opt for faster deliveries at the convenience of their home. Amazon can use this opportunity to offer discounts for senior people and reach out to more senior customers. 
Behavioural segmentation is associated with the identification of customers who like to order in bulk out of convenience and necessity. This type of customer would help in increasing the sales of the e-commerce giant.  In an attempt to reach out to more customers under this segment, the marketing department might tailor a campaign in which a special discount is provided on bulk orders or to frequent customers. 
[bookmark: _Toc140079082]Selection of media
Amazon leverages a multichannel approach which includes traditional media and digital media to reach out to customers. It uses online digital platforms like its website, Social media like Facebook, Twitter and Instagram for reaching out to customers. The company has a diligent TMT team which works across different channels such as Google Free Search and Paid Search and advertisements in social media channels like TikTok. These digital channels help in gaining effective insights on customers which can be leveraged to provide personalised content. According to Alrumiah and Hadwan (2021, p.37282), Amazon uses big data analytics to install a recommendation system that contributes to 37% of sales. These marketing channels are effective for the marketing department of Amazon for making a tailored personalised experience for customers. Building on the acquired customer insights, the marketing department can engage in SEO or Email marketing. The TMT team of Amazon further owns channels like Email, Push and SMS along with a “shoppable content program” (Amazon, 2023). These channels proved effective in guiding the activities of Amazon’s marketing department prior to the GDPR. However, the enforcement of GDPR has limited the availability of customer insights. According to Syroid et al. (2021, p.196), the enforcement of the GDPR has placed customers in the centre of the digital market with the power of choosing a service provider, combining and choosing innovative services. 
In simple terms, it means that a consumer is able to regulate their engagement with brands like Amazon and limit or cease the process of sharing personal information. The incorporation of effective consent management through “cookies” would be effective to ensure the ethical use of these channels for providing a tailored customer experience.  
[bookmark: _Toc140079083]Measuring success
The success of the marketing campaigns would be measured through KPIs like “Net Promoter Score”, “Visits per channel”, “Average time on page” and others. With the incorporation of “Net Promoter Score” Amazon can understand consumer satisfaction effectively. For instance, an NPS question like “How would you like to recommend Amazon to your friends” might pop up along with personalised content. Accordingly, if the score is beyond 6 on a scale of 10, that customer can be considered a loyal one and they can be retained through provisions of promo codes (Baquero, 2022, p.4). Additionally, the social media channels of Amazon redirect customers to its website following which visits per channel can be measured. As found by Kolosok and Lazarevska (2020, p.81) the total traffic rate on websites can be measured to understand a certain segment of the audience along with the source of the traffic. Hence, the effectiveness of the marketing campaign would be evaluated based on the aforementioned KPIs. 
[bookmark: _Toc140079084]Task 2: Conclusion for addressing shortcomings of Amazon 
The enforcement of the GDPR regulation across Europe has led to the growth of awareness among customers regarding data privacy. Customers have become more cautious while letting e-commerce platforms like Amazon access their personal information. This has posited a massive challenge for the marketing department of Amazon which is now unable to gain insights from customers to tailor personalised content. Without the integration of personalised adverts and campaigns, it is impossible for Amazon to provide services or products that would satisfy consumers. Hence, the company would need to integrate an appropriate consent management system which would be embedded in its marketing campaigns. This would help in winning customer trust and further, it would also be able to transform its public image into an ethical one. 
[bookmark: _Toc140079085]Task 3: Recommendations for improving marketing strategies
The completion of the aforementioned discussion now brings the study to the juncture of providing a set of recommendations which can be implemented by Amazon. 
[bookmark: _Toc140079086]Recommendation 1: Incorporation of consent management 
The enforcement of the GDPR has provided consumers with the power to limit their personal data which can be used for providing personalised content and marketing. The study by McLean and Wilson (2019, p.30) has found personalised content experienced through AR has a significant positive impact on consumer engagement. Contextually, Amazon already has been using AR to let customers experience products n their desired places just by taking a snapshot. This process might be hindered if the company does not get proper access to customer data. Accordingly, Amazon can abide by transparency while communicating the usage of the insights gained from consumers. As per the views of Jayakumar (2021, p.32) the provision of easy privacy policies, consent forms and “opt-in” mechanisms for ensuring explicit consent help in enhancing consumer trust. Following the integration of these steps, the company would be able to ensure its full compliance with the GDPR regulations. 
[bookmark: _Toc140079087]Recommendation 2: Presentation of personalised content through contextual advertising 
Contextual advertising can be used by Amazon which rather than relying on consumer personal data relies on contextual information present on the company website and product categories. As opined by Choi and Lim (2020, p.176) with the use of machine learning algorithms a company can enhance its targeted online advertisements by analysing consumer behaviour on its website. A similar suggestion can be meted out to Amazon which can readily make use of a humongous amount f customer interaction on its social media and website to gain customer insights rather than putting customers under “surveillance”. 
[bookmark: _Toc140079088]Recommendation 3: Increasing the emphasis on value exchange and customer experience along with data security and privacy measures 
Amazon would need to increase its emphasis on value creation through the incentivisation process. As found by Krafft et al. (2021, p.134) economic incentives such as special discounts, and exclusive access to premium content can be utilised for data closure from the customer's end. Amazon can also utilise such tactics to gain consumer data maintaining the guidelines of GDPR. Additionally, it would also need to enhance data security and privacy measures which could significantly contribute to the enhancement of consumer trust in the company. 
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